The present study aims at investigating the existence of gender differences in entrepreneurship. The focus is on differences in strategy and human resource management (HRM) between male and female entrepreneurs in the Dutch real estate brokerage. Several propositions are explored using data from in-depth interviews. The present study shows that gender differences in entrepreneurship do exist. In particular, there are gender differences with respect to the path to entrepreneurship, growth-levels, degree of diversification and type of leadership.
INTRODUCTION
The increase in the number of women business owners and their contribution to economic growth and job creation in the last decade in most is accompanied by an increasing number of studies on the phenomenon of female entrepreneurship. The importance of female entrepreneurs can not solely be ascribed to their growing numbers but has also a foundation in their contribution to economic diversity (Verheul & Thurik, 2001) . It is argued that female and male entrepreneurs differ with respect to personal characteristics, such as motivation and experience, and the distinctive features of their business, such as firm size and sector. Studies in the field of female entrepreneurship mainly focus on personal characteristics and gender-specific barriers to entrepreneurship. Relatively few studies have explored the strategy and structure of these businesses (Brush, 1992) . In the present study we investigate whether there are differences with respect to strategic and human resource management between male and female-owned firms.
Several studies demonstrate the importance of human resource management for performance, both individual performance of employees (Campbell et al., 1970; Asher, 1972 ) and performance at the organizational level (Guest, 1997; Ichniowski et al., 1997; Huselid et al., 1997; Huselid, 1995; Boselie et al., 2001; Koch & McGrath, 1996) . Hall (1993) argues that intangible resources and the capabilities of the firmincluding employee know-how and culture -are essential for creating sustainable competitive advantage. The present study focuses on gender differences regarding strategy and human resource management in the context of a particular type of business services: real estate brokerage. Gender issues in entrepreneurship can be studied in three different ways. First, gender can be included as a control variable in quantitative studies measuring the influence of gender within a small range of dimensions or even a single one, such as finance or performance. Second, gender issues can be investigated qualitatively where gender is the basis for a theoretical discussion exploring conceptual relationships. The present paper is in-between, measuring the influence of gender on a broad range of dimensions within a narrow and well-defined environment. Although we do not control for other influences in the analysis, we discuss factors that could play a role in the study.
The study is exploratory: instead of formulating a small number of propositions tested using an extensive data set, we explore a broad range of propositions. 
METHODOLOGY AND SAMPLE CHARACTERISTICS
In-depth interviews were conducted with 28 Dutch real estate agents (15, 13 female).
Sample selection was based on the technique of 'cross-referencing'. Table 4 presents information for the selected sample. Whereas most of the female real estate agents founded the firm they currently own, male agents were more likely to buy or inherit the business. Newly founded firms are almost by definition smaller than existing firms. But even newly founded male-owned firms are larger than newly founded female-owned firms. It comes as no surprise that the female-owned real estate businesses in the sample are younger than the male-owned businesses. All of the maleowned businesses have been in existence for eight years or more. Of the femaleowned businesses four existed for less than seven years, of which three less than three years. However, controlled for gender differences in routes to entrepreneurship in the sample, female real estate agents tend to be longer in business. Differences in firm size and age of male-and female-owned businesses in the sample may complicate the interpretation of gender effects in the study. Negligence of these 'intervening' factors may lead to overestimation of possible gender effects. Within the scope of this study we only can allude to the existence of 'intervening' factors, since we are not able to test them statistically with a sample of 28 respondents.
THEORY AND FINDINGS

Background Characteristics
Motivation
Personal and business goals tend to converge within small businesses. There is a high degree of correspondence between the motivation to engage in entrepreneurial activity of the owner and the strategy pursued (Carson et al., 1995; Goffee & Scase, 1995) . Van Uxem & Bais (1996) find for both genders that the main reasons for starting a business are the wish to be independent and the challenge of undertaking something new. But there are differences. Women experience barriers in attaining the higher managerial ranks. The 'invisible' opposition is referred to as the 'glass ceiling effect'.
It has been suggested that the glass ceiling is 'shattering', and women 'break it down'. This does not seem to be the case in business (Maume, 1999) : women still are dissatisfied with their jobs and the lack of career opportunities. argue that women 'move beyond the glass ceiling' by starting their own business.
Self-employment and the accompanying flexibility in working hours offers the opportunity to combine household activities with paid employment. This is referred to as an important reason for women to engage in self-employment Brush, 1992; Chaganti, 1986) . Although the flexibility of working hours is likely to motivate women to start their own business it should be born in mind that selfemployment is more time-consuming than wage-employment. Self-employment may therefore lead to conflicts between the different responsibilities as women have less time for household activities.
Several studies argue that women tend to pursue intrinsic goals 2 rather than financial gain (Cuba et al., 1983; Brush, 1992; Rosa et al., 1994) . argue that self-fulfillment is an important reason for women to become self-employed.
Women are assumed to attach more value to the social contribution of their business, for instance by emphasizing customer satisfaction (Chaganti & Parasuraman, 1996) . Brush (1992) argues that women are better at integrating different goals in their business strategy. Women consider relationships important and tend to reconcile different interest groups, such as family, work and society, in their decision making. Women tend to view their business as part of a cooperative network of relationships, where business, societal and personal dimensions can overlap (Brush, 1992) . In accordance with , the female entrepreneurs in our sample more often started their business out of dissatisfaction than their male counterparts.
Most of the female entrepreneurs indicate that dissatisfaction with previous employment gave rise to their self-employment venture. The main reason for this dissatisfaction is disagreement with the employer on career opportunities. One of the male respondents admits that dissatisfaction played an important role in the choice to become self-employed. Whereas most of the women established their own real estate business, the men were likely to be involved in a management buy in. More than half of the male respondents were offered the position of (successor-)owner by their former employer. They did not enter self-employment at their own initiative, but due to an aris-ing opportunity. It appears that female entrepreneurship is highly necessity-driven, as opposed to male entrepreneurship, which is merely opportunity-driven.
Female entrepreneurs are more explicit about the importance of financial revenues than their male colleagues. This may be explained by their dissatisfaction about financial issues. However, both female and male real estate agents are driven by intrinsic goals, such as the learning effect and "being your own boss". 14 out of the 15 female respondents indicate that they identify themselves with their business, i.e., to shape their own identity through self-employment, as compared to only one of the 13 male real estate agents. The overlap between personal and business identity is also expressed in the appearance of the business premises. Female respondents make sure that the interior of the business reflects their own lifestyle.
Experience
Women and men differ with respect to the labor market experience (Birley et al. 1987 ). Women lack labor market experience, amongst others due to pregnancy and household responsibilities. Kalleberg & Leicht (1991) argue that male entrepreneurs usually have more industry-specific experience and more experience with starting and running a business than female entrepreneurs. As a consequence, men are likely to have more management experience and experience with personnel, technical and financial issues ( Van Uxem & Bais, 1996) .
The female entrepreneurs in the current sample have more (general) labor market experience as well as more industry-experience than their male counterparts (see Table   4 ). Although most of the respondents, both male and female, were employed in the real estate business before starting or running their own business in this sector, differences exist with respect to whether the respondents previously worked for the real estate business they currently own. Whereas most of the men were offered the possibility of running the business they had previously worked for and were put forward as successor or co-owner of the business. Most of the women started their own business after a period of wage-employment in the real estate business. Only one female entrepreneur has experience as co-owner of the business that she currently runs. Most of the male entrepreneurs have entrepreneurial experience, either as co-owner of the business they now solely own, or in a different line of business.
Strategy and Strategic Management
Goals and strategy
Goals can be defined as a desired state of affairs directing the activities necessary to realize these results (Daft, 1995) . Goals are diverse and can refer both to the start-up of the business and the management of an established business (Kuratko et al., 1997) .
Goals guide and motivate (entrepreneurial) activities and are subject to change as they can be adjusted in time. Whereas entrepreneurs are often driven by financial goals, such as making a living, most of them pursue a combination of different goals.
An important distinction is that between personal and business goals. Personal goals usually coincide with the motivation of individuals to start or continue a business, business goals pertain to the needs and wants of the business instead of those of the owner-manager. Personal and business goals tend to be further apart as the size of the business increases. In small businesses these goals are assumed to converge as management and ownership of the business tend to be in the hands of one person, i.e., the owner-manager.
Entrepreneurs often perceive a trade off between continuity and growth. Male entrepreneurs are more ambitious regarding growth than female entrepreneurs. Moreover, male entrepreneurs focus on future opportunities in case of business growth, whereas female entrepreneurs tend to focus on the present situation with growth dependent on market demand (EZ, 2000) . The explanation lies in a lack of experience of women in managing a growing business (Cliff, 1998; Cromie & Birley, 1991) , the combination of household and professional responsibilities, and the fact that women are often engaged part time in business on (Brush, 1992; Goffee & Scase, 1995) . Women may be more likely to attach value to the quality of their products and services rather than to growth (Brush, 1992; Chaganti & Parasuraman, 1996) .
Because women and men are likely to adhere to different values and have different experiences it may be argued that strategies vary according to the gender of the entrepreneur (Chaganti, 1986) . Changanti & Parasuraman (1996) argue that female entrepreneurs adopt a more defensive and specialized strategy. Accordingly, the strategy of female entrepreneurs is characterized by high quality products and services, full customer service, faire prices and a limited range of supplied products and services, i.e., a specialized strategy. We formulate two propositions:
P1
Female entrepreneurs are less likely to pursue growth than male entrepreneurs.
P2
Female entrepreneurs are more likely to pursue a specialized strategy than male entrepreneurs. Both propositions 1 and 2 are supported in the study. Most of the male entrepreneurs consider growth an important business goal, against a minority of the female entrepreneurs. The lower growth-orientation of women is related to niche marketing. Half of female respondents serve only one market segment, while the 13 of the 15 male respondents serve two ore market segments, including the commercial real estate market, characterized by a higher growth potential. These findings are in line with Brush (1992) , Chaganti & Parasuraman (1996) . 
Support: networks and mentors
Entrepreneurs can make use of outside support, such as colleagues, family, friends and connections to pursue business goals. Networks offer an infrastructure of knowledge and experience entrepreneurs utilize for the development of their business.
Women make more use of external sources of information and expertise to compensate for their own supposed lack of knowledge. The informational need of women may be intensified by lack of confidence in their own capabilities ( Van Uxem & Bais, 1996) . In the Netherlands female entrepreneurs are more likely to participate in a network than male entrepreneurs (EZ, 2000) . It is argued that networks of women are smaller and more personal (Aldrich, 1989) , that women are less likely to members of professional networks and service clubs (Cromie & Birley, 1991) and that they prefer participating in social clubs, not directly based on business activities (Ibarra, 1993) .
Female entrepreneurs are often supported by their spouses, friends or family (Ibarra, 1993) . Support provided by these relationships is usually financial and tangible. For advice and the development of business contacts female entrepreneurs tend to consult persons outside of the personal sphere (Cromie & Birley, 1991) . These persons are referred to as mentors.
Using the present sample, we do not expect to find gender differences regarding the participation in local networks as real estate brokerage is locally bound. Since all agents in the sample are members of the same industry association, we cannot identify on the likelihood of participation in professional networks 4 . We formulate two propositions on networking and support:
P3
Female entrepreneurs are more likely to participate in gender homogenous networks than male entrepreneurs.
P4
Female entrepreneurs are more likely to make use of mentors who initiate them into the profession than male entrepreneurs. 
P3: gender homogenous networks
Respondents were asked whether they participate in gender homogenous networks. No support is found for proposition 3. Only one female respondent stresses her involvement in meetings with female colleagues. In addition she also participates in mixed networks. Women are aware of the constraints of participating in networks that merely consist of women, especially since men dominate the real estate business. Female entrepreneurs do not disapprove of networks consisting solely of women. These homogeneous networks are considered useful for exchanging experiences, although merely participating in female networks is considered not sufficient.
Proposition 4 is confirmed, as the majority of the female respondents is supported professionally by a personal mentor. In most cases this is someone outside of their organization. Interesting is that in all cases the mentor was an older man, usually a relative. Mentors provide advice, and sometimes also financial support. Those male respondents that took over an existing firm received support from the former owner.
Human Resource Management
Recruitment and selection
Because small businesses lack time and money recruitment and selection procedures tend to be informal and simplistic (Heneman & Berkley, 1999; Ram, 1999) . Heneman & Berkley (1999) argue that small businesses use recruitment sources that are convenient, inexpensive and directly controllable. Small businesses tend to use existing networks and personal contacts rather than employment agencies or educational institutions to recruit personnel (Desphande & Golhar, 1994; Goffee & Scase, 1995) . In addition, entrepreneurs consult their colleagues or employees for recruitment of personnel (Marlow & Patton, 1993) . This type of recruitment enables the screening of potential employees and business owners can find out whether someone fits in the team.
The latter is an important selection criterion in small businesses where real competencies and technical requirements of the job are often subordinate to interpersonal relationships (Ram, 1999; Kitching, 1994) .
Because women tend to value relationships over hierarchy (Brush, 1992; Stanford et al., 1995) , we expect them to attach more value to 'team qualities'. In this respect, women may be more critical when recruiting new employees. In addition to skills, knowledge and fitting in with the team, women may also consider the appearance of an applicant important. Reviewing the alleged selection criteria of female entrepreneurs, recruitment is most likely to be successful using personal networks rather than the regular formal recruitment channels, such as employment agencies. We formulate four propositions on recruitment and selection:
P5
Female entrepreneurs attach more value to the selection criterion of 'fitting in' than male entrepreneurs.
P6
Female entrepreneurs are more likely to pay attention to the appearance of a potential employee than male entrepreneurs.
P7
Female entrepreneurs are more likely to hire employees of their own gender than male entrepreneurs.
P8
Female entrepreneurs are more likely to make use of personal networks to recruit new employees. 
P5: IMPORTANCE OF 'FIT'
Respondents were asked which criteria they use in recruiting new employees. We assume the importance of the selection criterion 'fit' if respondents mentioned 'fitting in' (explicitly or implicitly). 
P8: use of personal network
Respondents were asked whether they make use of 'personal networks' for the recruitment of new employees. χ 2 (1 df) = 1.45; p = 0.229 Note: since the sub-sample sizes for are less than 10, results should be interpreted with caution. Propositions are coded as follows: + p< 0.10, * p< 0.05, ** p<0.01 and *** p<0.001.
No support is found for proposition 5. All entrepreneurs attach value to the team-fit selection criterion. Female entrepreneurs explicitly state 'fitting in' as an important selection criterion, but the same can be inferred directly from the answers of most of the male respondents. Proposition 6 is supported as most of the female respondentsand only one man-indicate that appearance is important in the selection process. Female entrepreneurs use a long, albeit unwritten, list of requirements. Whereas men emphasize the importance of formal requirements (e.g., certificates, diplomas and demonstrable competencies), women also refer to social intellect and appearance. Because informal requirements are difficult to specify or formalize, female respondents admit that they tend to monopolize the recruitment of new personnel. New employees are likely to strengthen the owner-inspired image of the business.
Support is found for proposition 7 as none of the male entrepreneurs exclusively hires employees of the same gender. Some of the female respondents are inclined to merely hire women. Some of the female entrepreneurs note that young male real estate agents are reluctant to work for a female boss.
No support is found for proposition 8. Using a personal network for the recruitment of new employees appears to be a common strategy within small real estate businesses.
However, regarding the diversity of recruitment strategies used, female respondents are more likely to use family, friends, fellow workers and relatives as the main recruitment strategy, whereas male respondents also refer to formal recruitment channels as important sources of personnel.
Compensation
A motivated workforce is essential for the continuity of the business. Financial rewards can motivate employees to make an effort and to stay with the business. Wages can be based on market value, performance, seniority, capabilities or experience (Desphande & Golhar, 1994) . In small businesses financial rewards are usually lower than in large businesses (Brown & Medoff, 1989) . Within small businesses pay determination is often not pursued in a systematic manner (Ram, 1999; Curran et al., 1993) . In real estate, employees receive a basic pay, often augmented with performance related bonuses (Risseeuw et al., 1999) . Because small businesses usually have Women are expected to motivate their employees in a different way than men because they have specific communicative skills. Women are good at motivating and persuading people (Nelton, 1991) . They are emphatic, good listeners, are good at solving conflicts where various interests are involved, and have a 'soft' approach to handling people (Stanford et al., 1995) . This specific style of women may give rise to a different reward structure with non-pecuniary rewards, such as flexibility of working hours, childcare facilities and verbal compliments, in addition to basic pay, taking precedence over performance-related pay. Because female management styles tend to be team-based (Chaganti, 1986; Nelton, 1991; Stanford et al., 1995) it is expected that when they do make use of performance-related pay, this is based on team instead of individual performance. We state two propositions on compensation:
P9
Female entrepreneurs are less likely to make use of performance-related pay to motivate their employees than male entrepreneurs. P10 Female entrepreneurs are more likely to reward team performance (instead of individual performance) than male entrepreneurs. a Since the number of respondents is less than 10, the result should be interpreted with caution.
No support is found for propositions 9 and 10. The use of performance-related pay may be more dependent upon business size than gender. In case performance-related pay is used, female and male entrepreneurs are equally likely to reward team performance, usually in terms of profit sharing. Although no gender differences are reported with respect to the use of performance-related pay, there are differences regarding the motivation for using performance-related pay. Male entrepreneurs use performancerelated pay to enhance labor productivity and to support a growth strategy, whereas female entrepreneurs use it as a means to secure or increase the commitment and loyalty of their key employees. Female entrepreneurs are concerned with the continuity of their business and use performance-related pay as a reaction to (possible) growth of the business. It seems that male entrepreneurs are proactive with respect to growth and reactive with respect to loyalty, whereas female entrepreneurs are proactive with respect to loyalty and reactive towards growth.
Leadership style
Leadership has been defined as the ability to influence a group or individual towards the achievement of goals (Robbins, 1998, p. 347) . Because leadership is the ability to make people strive after business goals it encompasses different elements, such as motivation, communication and delegation. Moreover, the atmosphere in the business may be of crucial importance to enhance the performance of employees.
There are different classifications of leadership styles. Lewin & Lippitt (1938) introduced the distinction between autocratic and democratic decision-making. Others refer to task-oriented versus interpersonal oriented leadership styles (Bales, 1950; Blake & Mouton, 1964) or transformational versus transactional leadership (Bass et al., 1996) . These modes of leadership styles either emphasize the maintenance of tasks (e.g., autocratic, task-oriented or transactional styles) or the nurturing of interpersonal relationships (e.g., democratic, interpersonal oriented or transformational styles).
Many authors refer to the more instrumental, task-oriented, autocratic styles as masculine leadership styles and to the interpersonally oriented and democratic styles as feminine leadership styles ( Van Engen, 2001, p. 32/3) . A task-oriented leadership style is characterized by a high degree of control, no room for consultation and negotiation and centralized decision making. Interpersonally-oriented leadership is characterized by participation of employees in decision making and indirect control of activities. In practice leadership styles tend to be somewhere in-between both archetypes. Sometimes a third 'style' is added, 'laissez-faire', representing an avoidance of leader behavior (White & Lippitt, 1960) .
Leadership styles are likely to vary between situations (e.g., distress versus stability) and between businesses (e.g., small versus large). Small-scale activities enable a more flexible, informal and personal style with direct communication between employees and the owner-manager and are usually characterized by a higher participation of employees in decision making. Ram (1999, p. 27) argues that small businesses are characterized by high autonomy of employees, managed through informal mechanisms and tacit understanding.
Women adopt a more democratic or participative style (Eagly & Johnson, 1990; Helgesen, 1990 ). Cromie & Birley (1991) argue that women are more likely to trust employee's opinions and let them participate in decision making because they often have less experience with management positions. Accordingly, Rosener (1990) assumes a high degree of decentralization and delegation of decision making power within businesses headed by women. Brush (1992) describes the role of women as coordinating relationships rather than ordering people around. Women structure their business in a non-hierarchical and informal way (Rosener, 1990) . They are open to criticism, accessible for their employees, foster relationships based on mutual trust and respect with their employees (Stanford et al., 1995) . The informal relationship between ownermanager and employees is likely to stimulate informal communication. Accordingly, female entrepreneurs may be inclined to provide their employees with direct feedback rather than schedule formal meetings.
Female entrepreneurs may also be more likely to use the atmosphere in the business to motivate their employees. Female entrepreneurs see their business as a coalition of relationships (Brush, 1992) , aimed at realizing business goals. Because female entrepreneurs are less likely to separate business from private life, it is expected that the atmosphere within female-owned businesses reflects the private life of the female entrepreneur. No significant gender differences were found with respect to the degree of delegation of tasks. Both female and male real estate agents refer to the need of delegation. Only one female entrepreneur does not delegate tasks, because she thinks her personnel lacks professional skills.
P11
Proposition 13 is supported. Significant gender differences are found with respect to the use of formal communication. Male entrepreneurs, using a command-and-control style, clearly communicate their decisions to their employees preferably in a formal manner, e.g., by way of memos or scheduled meetings. In some cases they also make use of verbal communication. There is direct control where failures or clumsiness are corrected within the process. Employees who do not conform to this procedure are fired. Moreover, in female-owned real estate businesses there seems to be a more intense communication with employees leaving room for a more informal way of giving instructions. Accordingly, female entrepreneurs make less use of formal communication channels, such as consultation hours and periodic meetings. A striking finding is that, although female agents make less use of formal communication, a specific form of communication -performance appraisal -tends to be more formally structured with female agents. The procedure of direct control enables male entrepreneurs to intervene immediately in the business process and directly evaluate the performance of their employees on the work floor. This way there is no need for formal performance appraisal in planned meetings. The personal relationship of female entrepreneurs with their employees does not leave much room for direct supervision because private and business aspects are intertwined. In this case direct feedback may be confusing because it is not clear to employees whether comments are made from a business or personal perspective. Female entrepreneurs are reluctant to criti-cize their employees during their day-to-day operations because this could be interpreted as an insult rather than as necessary feedback. This may be an important reason for female entrepreneurs to structure criticism in formal meetings where there is no role ambiguity as it is clear that business matters are discussed.
The entanglement of business and personal life is also expressed within the general atmosphere of the business of female real estate agents. Proposition 14 is supported.
Some of the female respondents refer to themselves as the 'mother' of the businesslistening to the problems of their employees and helping them out in the private sphere -whereas none of the male respondents mention a similar 'father' role. Also, the appearance of the business premises of female real estate agents seem more domestic-oriented than that of male-owned business premises.
CONCLUSION AND DISCUSSION
In the present study gender differences in strategic and human resource management have been investigated using a sample of 28 Dutch female and male real estate agents.
The main differences between female and male entrepreneurs appear with respect to the path to entrepreneurship, strategy (degree of growth and diversification) and HRM (type of leadership). Male entrepreneurs were involved in the take-over of the real estate business they previously worked for, female entrepreneurs were more likely to start their own business. It seems that male entrepreneurship in the real estate business is opportunity-driven, while female entrepreneurship is more necessity-driven. Female entrepreneurs are less likely to pursue a growth strategy, limiting business size. Female entrepreneurs are more likely to pursue a specialized strategy. It can be argued that women tend to pursue continuity rather than growth. They are reactive to growth, as it is dependent upon market demand. Male entrepreneurs seem to be more proactive to growth as they focus on the (future) opportunities of growth.
Female entrepreneurs aim at maintaining or enhancing the loyalty of key employees.
They do so by adopting a style of leadership with room for discussion and consultation, with informal, trust based relationships between entrepreneur and employees.
Male entrepreneurs seem more likely to use a different style of leadership in which there is relatively little room for discussion and consultation and where the male entrepreneur gives orders and directly controls the production process. It has been argued that strategy influences the type of leadership, or, in general, the shaping of HRM practices (Schuler & Jackson, 1987; Lengnick-Hall & Lengnick-Hall, 1988) .
Moreover, it is also argued that the pursuit of a growth strategy is related to more formal and professionally developed HRM practices (Thakur, 1999; Matthews & Scott, 1995) . Applying this line of reasoning to the female-owned real estate business it is likely that the low growth-orientation of women has important consequences for the type of leadership, being relatively informal.
Another distinguishing feature of female entrepreneurship is that business and personal aspects are intertwined. As Brush (1992) argued, women tend to see their business as a cooperative network of relationships. The interests of family, business and society are interrelated. The focus on relationships and balancing interests is clearly visible within female-owned businesses in real estate. Most of the female entrepreneurs referred to the balancing of household and work responsibilities and resolving conflicts between the two types of responsibilities. Also, female entrepreneurs are more likely to strive after both personal and business goals than male entrepreneurs, are more likely to use personal networks for the recruitment of (new) personnel and are more likely to have personal and informal relationships with their employees. In addition, the appearance of female-owned businesses seems to be more domesticoriented than that of male-owned businesses.
Although not all propositions are supported in the empirical study, it can be concluded that gender differences in entrepreneurship do exist. More than half of the findings display gender differences in correspondence with the literature. Even the rejected hypothesis reflects a gender difference, albeit in reverse direction.
